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Alabama has enacted a law re- 
quiring drug-stores to have drug- 
gists in their personnel. Probablv 
to insure the proper composition of 
the mayonnaise dressing. 


. 7°? 


It is rumored that market devel- 
opment experts for Cellophane are 
now trying to persuade old Doc 
Stork to deliver new babies properly 
wrapped in duPont’s favorite prod- 
uct. 
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The main difference between the 
Republican and Democratic conven- 
tions, suggests A. C., is that the Re- 
publicans spread it on with a trowel, 
while the Democrats use a spade. 
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“Don’t coax an appetite—create 
one.” 

The chances are that this copy 
was not intended to be read by the 
unemployed. 

a ae 


Edward L. Bernays, well-known 
publicity man, told the newspaper 
executives in New York recently 
that propaganda is necessary. It’s 
necessary to publicity men, at all 
events. 
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The oil industry is having trouble 
maintaining its gallonage, and the 
newspapers and magazines are com- 
plaining of the shrinkage of lineage, 
but a new record has already been 
reached in the 1932 output of con- 
vention wordage. 
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Margaret Fishback addressed an 8 
o'clock breakfast meeting of the 
Council on Women’s Advertising 
Clubs in New York recently. I never 
knew till then that lady poets got 
up that early. 

veweeg 


Goodyear has been using a dirig- 
ible airship to advertise “the world’s 
finest tires.” And of course they’re 
balloons. 


= = 


Amos ’n’ Andy made way recently 
for the broadcast of the Sharkey- 
Schmeling fight. But Amos ’n’ Andy 

1 would have been both louder and 
fee funnier. 
v v v 


Jantzen insists that its bathing- 

mae suits for men are “ruggedly mascu- 

Sees ine.” This must take a lot of worry 
fee off the shoulders of their wearers. 
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Another bathing-suit manufacturer 
describes as “formal” a design for 
women which has straps, but no 
back. Just what change in the de- 
sign would be necessary to make it 
informal? 

veg, 


Francis Sisson has suggested that 
the Wall-street district might now 
erect a gilded monument dedicated 
“To the Unknown Solvent.” 
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The only person who objects to 
the fact that news photographers 
are no longer using flash-light pow- 
der is the chap who wants the world 
to know when his picture is being 
taken. 
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“Every woman knows what money 
will do!” 
But she has no monopoly on the 
information. 
Cory Cur. 


A. F. A. ACTS ON 
1933 EXHIBIT 
OF ADVERTISING 


Harry Tipper Calls Meeting 
for July 11 


New York, June 30.—One of the 
biggest advertising scoops of the 
decade was side-tracked for the time 


Harry Tipper 


being, at least, when the board of 
directors, Advertising Federation of 
America, at the urgent request of 
the Chicago Advertising Council, met 
following the convention last week 
and appointed a committee to de 
velop an advertising exhibit at the 
1933 Century of Progress in Chicago. 

Harry Tipper, New York market- 
ing consultant, was made chairman. 
Mr. Tipper promptly called a meet- 
ing in New York for July 11, at 
which every major association in the 
advertising field will be represented. 

Had it not been for the Federation 
action, a single advertising agency 
might have perpetrated one of the 
boldest coups in advertising history 
by signing up for all of the space 
available for the advertising agency 
exhibits at the 1933 fair. 

While this is still a possibility, 

(Continued on Page 9) 


BROADCASTING 
TAKES SLUMP 


New York, June 30.—For the sec- 
ond consecutive month, radio adver- 
tising declined in May, the last 
month for which complete figures 
are available, National Advertising 
Records reports. 

The May, 1932, figure was $3,632,- 
442, compared with $3,986,532 in 
April, 1932, and $4,300,833 in March, 
1932. 

The May figure, however, repre- 
sents a gain over May, 1931, when 
the total was $3,035,623. The first 
five months of 1932 grossed $19,813,- 
071, compared with $14,568,333 for 
the corresponding period of 1931. 

National Broadcasting Company 
carried $2,305,448 in May, 1932, while 
Columbia Broadcasting System’s 
share was $1,326,994. 


Advertising Rates 


Reduced by Curtis, 
Crowell, Butterick 


New York, July 1—Each approach- 
ing the question from a different 
angle, three big magazine publishers 
have announced rate changes. Others 
are expected in the immediate 
future. 

Curtis Publishing Company an- 
nounced a rate “adjustment” of 10 
per cent on The Ladies’ Home Jour- 
nal, The Saturday Evening Post and 
The Country Gentleman. 


Crowell Publishing Company made 
an outright rate reduction of about 
7 per cent on Woman’s Home Com- 
panion and Collier’s. Both companies 
will maintain circulation at the for- 
mer levels. 

Butterick Publishing Company an- 


‘| nounced reduction of both rates and 


circulation of Delineator. 

The changes are effective with the 
August 6 issues of The Saturday 
Evening Post and Oollier’s and the 
September issues of Ladies’ Home 
Journal, The Country Gentleman, 
Woman’s Home Companion and De- 
lineator. 

House and Garden, New York, has 
also reduced rates effective with its 
August issue. 

The Curtis announcement said: 


Applies to All Orders 


“This adjustment applies to all or- 
ders now on our books and orders 
are acceptable for a period of one 
year in advance of the closing issue 
under the same conditions. 

“With this announcement the board 
of directors also wishes to state that 
the dominant editorial leadership, 
the same quality circulation and the 
present high standards of mechanical 
excellence which have characterized 
Curtis Publications since their in- 
ception will be maintained. 

“While circulation totals have 
never been guaranteed, present rates 
are based upon the following esti- 
mated average net paid circulations: 
The Saturday Evening Post, 2,700,000 
copies; Ladies’ Home Journal, 2,500,- 
000 copies; The Country Gentleman, 
1,650,000 copies. 

“With this rate adjustment no 
change will be made in these esti- 
mated base totals and, in continua- 
tion of our policy over a period of 
years, The Curtis Publishing Com- 
pany will deliver to the advertiser a 


substantial volume of circulation over 
and above these figures.” 


Billing Arrangements 


Curtis Publishing Company advised 
advertising agencies that for the 
duration of the rate adjustment space 
will be billed at card rates less 10 
per cent. Any differential to which 
an agency may be entitled will be 
deducted from this net amount. The 
cash discount of 2 per cent on the 
final net rate will be allowed if the 
bill is paid during the month in 
which presented. 

Orders for space, agencies were in- 
formed, should be made out at cur- 
rent rates less 10 per cent. That is, 
the rate for a black-and-white page 
in The Saturday Evening Post should 
be indicated on the order as follows: 
“$8,000 less 10 per cent.” 

The changes in rate of Woman’s 
Home Companion are also effective 
with the September issue. Black-and- 
white pages are reduced from $9,400 
to $8,550; tint pages from $10,000 to 
$9,500; four-color inserts and inside 
covers, from $12,000 to $11,250; back 
cover, from $15,000 to $13,500; line 
rate, $14.25 to $13.50. 

Circulation of Woman’s Home 
Companion remains at 2,500,000; 
Collier’s, 2,000,000, the announce- 
ment said. Rates for the latter are 
reduced from $5,500 to $5,200 for 
black-and-white pages; for tint, 
$6,250 to $5,950; four-color inserts 
and inside covers, $8,000 to $7,600; 
back cover, $10,000 to $9,600; line 
rate, $8.50 to $8. Collier’s circulation 
continues at 2,000,000. 

The American Magazine, another 
Crowell paper, adjusted rates some 
time ago. 

Crowell will bill agencies at the 
new unit rates, less the usual dis- 
counts. 

The Butterick announcement said: 

“As of September 1929, Delineator 
reduced its advertising cost nine per 
cent by increasing its circulation 
guarantee by 200,000 without in- 
crease in rate. 

“For the past twelve months De- 
lineator has in addition delivered 
circulation in excess of this guar- 
antee by more than 100,000. 

“Leading national advertisers have 

(Continued on Page 10) 


Last Minute 


their broadcasting time. 


News Flashes 


Packard Account Goes to Young & Rubicam 


Detroit, Mich., July 1—Packard Motor Car Company has placed its ac- 
count with Young & Rubicam, effective at once. 


Hearst Representatives Merge Interests 
New York, July 1.—Rodney E. Boone Organization and W. W. Chew Or- 
ganization have merged under the former’s name. The consolidation brings 
representation of Hearst newspapers under one management. 
resented morning and Boone, evening, Hearst papers. 


Chew rep- 


Knoxville Advertising Man Dies in Detroit 
Detroit, Mich., July 1.—William W. Ayres, national advertising manager, 
Knoxville Journal, died here of a heart attack last night. 


WGN Reports Big Convention in Detail 


Chicago, July 1.—Station WGN, operated by Chicago Tribune, broadcast 
every session of the Democratic National Convention, advertisers waiving 


MILLION-A-YEAR 
CAMPAIGN FOR 
COFFEE CERTAIN 


Traver Smith Chairman of 
New Organization 


New York, June 30.—As a final 
step toward a co-operative coffee 
campaign, Associated Coffee Indus- 
tries of America has been organized, 
with Traver Smith, vice-president in 
charge of the coffee and tea division 
of Standard Brands, Inc., as tempo- 
rary chairman. 


The association will be incorpo- 
rated following the convention of the 
National Coffee Roasters Associa- 
tion at Denver in September. Mem- 
bership embraces importers, job- 
bers, wholesale and retail roasters 
and chain stores. The board will 
comprise 10 wholesale roasters, 10 
green coffee brokers and jobbers, 
three chain store roasters and two 
retail coffee merchants. 


The development marks comple- 
tion of 15 years’ negotiations be- 
tween the American industry, repre- 
sented by the National Coffee Roast- 
ers Association, and associations of 
Brazilian and Colombian growers. 
The agreement about to be consum- 
mated is that the two governments 
are to finance directly a million-a- 
year campaign, contributing propor- 
tionately to their production and 
raising the money by a per bag tax 
on American coffee exports. 


Everybody Is Happy 


As more than 90 per cent of the 
world supply of coffee comes from 
these two countries and as the cost 
of the advertising will be indirectly 
borne by the American coffee indus- 
try, all concerned are satisfied with 
the prospect of a fair return. The 
unique plan will provide the nearest 
approach so far to an even distribu- 
tion of the cost of co-operative ad- 
vertising, as well as a test of the 
feasibility of raising an appropria- 
tion by taxation. 

The foreign governments’ ap- 
proval of the advertising plan was 
conditional on the organization of an 
association able to guarantee the co- 
operation of léading advertisers and 
all divisions of the coffee trade. 

Its first responsibility will be to 
eradicate advertising tending to de- 
crease total coffee consumption, typ- 
ified currently by Beech-Nut’s “use 
less” and Webb’s “buy cuppage” 
campaigns. The vogue of economy 
appeals has recently aggravated the 
situation. 

Cooperation assured, the industry 
will launch out boldly in November 
to teach consumers the necessity of 
using as much coffee as the best 
brew requires. Silence on this sub- 
ject, due to the fear of coffee adver- 
tisers that such recommendations 
would be construed as admissions of 
inferior quality, is said to be costing 
the industry many millions a year. 

A fundamental objective will be 
to correct common misunderstand- 
ing with respect to the healthful 
qualities of coffee. Scientific data 
gleaned from _ several years’ re- 
search financed by the Brazilian- 
American Coffee Promotion Commit- 
tee will be used for this purpose. A 
quick start on this phase of the cam- 
paign is deemed highly important, 
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and merchandising plans. 
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ADVERTISING AGE 


July 2, 1932 


as present opinion as to the charac- 
ter of coffee makes it the natural 
prey of taxation, 


Given Free Hand 


The American association will be 
given free rein in management of 
the campaign, and the agency will 
be selected by a committee to be 
appointed in the near future. N. W. 
Ayer & Son have been mentioned. 

This agency was in charge of the 
Joint Coffee Promotion Committee's 
advertising from 1919 until the or- 
ganization disbanded in 1925, and 
has since served the _ Brazilian- 
American Coffee Promotion Commit- 
tee, handling appropriations ranging 
from $160,000 to $300,000 a year. 

Erwin, Wasey & Co. were re- 
tained a year ago by the National 
Coffee Roasters Association and are 
still functioning on market surveys 
Roche, 
Williams & Cunnyngham were ap- 
pointed two months ago by the Na- 
tional Federation of Coffee Growers 
of Colombia and are also at work on 
research on a fee basis. 

The growers’ organizations, in- 
fluenced to some extent by politi- 
cians and inexperienced business 
men, refused at first to support co- 
operative advertising unless their 
own product was featured, arguing 
that European consumers specify 
preference for Brazilian or Colom- 
bian coffee and drawing an analogy 
between the two citrus fruit cam- 
paigns which have been so success- 
ful in the United States. 

A favorite dream of the Brazilian 
contingent for years was to subsidize 
an international chain of coffee 
houses. When a start was finally 
made in France several years ago, 
the project quickly reached a bad 
end. While the pork-barrel mana- 
gers whiled away the hours in the 
Latin Quarter, the help substituted 
the coffee of another country. The 
scandal nearly caused a revolution 
and the subject isn’t mentioned in 
Brazil now. 


_ Midland to Winningham 

“Midland Cigar Corp., Detroit, has 
placed its account with C. C. Win- 
ningham, Detroit. 


HEADS "BLUE BOOK" 


| a a ake 


R. A. Woodall 


Chicago, June 30.—R. A. Woodall 
has been elected president and treas- 
urer of MacRae’s Blue Book Co., pub- 
lisher of MacRae’s Blue Book, fam- 
ous reference work. Mr. Woodall 
succeeds the late Thomas H. MacRae. 
Miss Josephine FE. MacRae continues 
as secretary. 

Mr. Woodall, who is 45 years old, 
has been identified with the reference 
publishing field for many years. He 
joined Automobile Blue Book in 
1908, and continued with it and suc- 
ceeding publications when it was 
purchased by Chilton Class Journal 
Company in 1922. 

He has been in charge of the Mich- 
igan Directory, published by Chilton. 


Morrier Starts Agency 


Albert J. Morrier, formerly with 
United American Bosch Corp., has 
started an advertising service at 85 
Upton St., Springfield, Mass. 


Lightolier Has Agency 


Lightolier Co., New York, lamps 
and lighting fixtures, has placed its 
account with J. P. Muller & Co., 
New York. 


found out as yet. 


look it up. 


What’s Back of These 


“Over-the-transom’”’ Orders 
Equipment Manufacturers are Getting Now ? 


According to Allen H. Mogensen (time and 
motion study expert and Assistant Editor, 
Factory & Industrial Management) few of 
the equipment sellers themselves have 


His recent talk on new approaches to 
industrial selling, given during the N. I. 
A. A. convention, is reported in full in the 
June issue of Class & Industrial Marketing, 
pp. 24-25. If you missed it don’t fail to 


Brief, informative articles like this one 
on selling to specialized and industrial 
markets make Class & Industrial Market- 
ing a valuable addition to your reading 
list. We'll be glad to send you a sample 
copy—or, better still, have your own copy 
of it coming to you each month. It’s a real 
buy at $2 a year, including the 1932 Mar- 
ket Data Book—free, and postage prepaid. 
Shoot your order in now, to— 


Class & Industrial Marketing 
537 S. Dearborn St., Chicago 


REPEAL PLANK 
ADVERTISED IN 
19 NEWSPAPERS 


“Life” Provides Ready- 
Made Telegrams 


New York, June 30.—The force of 
advertising was again unleashed in 
the arena of national politics this 
week as two publishers bought news- 
paper space to enlist public support 
of their recommendations to the 
platform builders of the Democratic 
party convening in Chicago. 

Life used 19 pages in as many 
newspapers in the 15 largest cities 
June 27 to publish an editorial writ- 
ten by Owen B. Winters, executive 
vice-president of Erwin, Wasey & 
Co., demanding out-and-out repeal of 
prohibition laws. 

The coupon of the advertisement 
was a facsimile of a Postal telegram 
addressed to the chaiyman of the 
Democratic resolutions * committee, 
lacking only the addition of the send- 
er’s signature to be complete for 
transmission. The message read, 
“Put repeal in your platform. I'll 
help you win.” A _ foot-note sug- 
gested that the reader telephone 
Postal Telegraph and have the wire 
charged to his bill. 

Contrary to appearances, the tele- 
graph company did not share the 
cost of Life’s campaign, being chosen 
simply because it is the magazine’s 
favorite telegrapher. 


Block Shows Editorial 


Paul Block placed a 300-line ad- 
vertisement in the Chicago Tribune 
and Chicago Herald & Examiner 
June 27 to publish an _ editorial 
which appeared in his newspapers 
the same day. His copy, though 
more general, joined forces with 
Life’s in urging prohibition repeal. 
While addressed to the electorate, 
his message was repeated in Chi- 
cago in the belief it would thus 
come directly to the attention of 
Democratic committeemen and dele- 
gates. 

Life’s campaign is not an innova- 
tion. Two years ago the magazine 
used large space in 37 newspapers 
vigorously assailing prohibition and 
soliciting contributions of $1 to be 
spent for anti-dry advertising in 
other publications. The public’s en- 
thusiasm, at high pitch at first, 
waned quickly, but Life says it will 
persist in its efforts. 


Louisiana Chain 
Store Tax Approved 


Chain stores in Louisiana will be 
required to purchase licenses cost- 
ing from $15 to $200 for each store, 
depending on the size of the chain, 
under the provisions of a bill which 
has passed the House of Represen- 
tatives and been approved by the 
finance committee of the Senate. 

Filling stations and public utilities 
are exempt. 


“Crem-O-Jell” Enjoined 


Jell-O Company, a _ division of 
General Foods Corp., New York, has 
secured a preliminary injunction re- 
straining Temson Spice Co., Chi- 
cago, from using the name “Crem- 
O-Jell” in advertising or selling a 
gelatin dessert. 


Get Exerciser Account 


Alfred Johnson Skate Co., Chi- 
cago, has appointed Hurja-Johnson- 
Huwen, Chicago, for “Pep” exercis- 
ing and rowing machines. Newspa- 
pers in selected cities will be used. 


Macy Appoints Kimball 

R. H. Macy & Co., New York de- 
partment store, have appointed Ab- 
bott Kimball, Inc., New York, as 
special agents. 


McJunkin Is Appointed 


Wepsco Steel Products Corp., Blue 
Island, Ill., ice cabinets, has placed 
its account with McJunkin Adver- 
tising Co., Chicago. 


FARM PRODUCTS 


UNDER SUPFRVISION OF 
CONNECTICUT 
DEPARTMENT 


aS 
AGRICULTURE 


Keith Shoes 
Borrow Lucky 
Strike Theme 


New York, July 1.—Building good- 
natured copy around the current 
Lucky Strike theme, George E. 
Keith Co., Brockton, Mass., maker of 
Walk-Over shoes, has begun a cam- 
paign in New York and Brooklyn 
papers for its new ventilated shoes 
for women. 

Insertion orders are undated, 
being scheduled to appear in the 
same issues that carry Lucky Strike 
advertising. 

Typical 680-line copy shows the 
new model shoe saying: 

“Yes, I inhale! 

“Lucky for me, somebody around 
town brought up the question ‘Do 
you inhale?’ Of course, I do—great 
quantities of fresh, cooling air 
through those clever lacy perfora- 
tions in my sides from heel to toe. 

“That’s one of the principal rea- 
sons why smart women from coast 
to coast (OK Campello) reach for 
me, a Cabana, instead of a heat-re- 
taining shoe. Let other brands of 
shoes keep an embarrassed silence. 
I admit I inhale, and because I do, 
your feet will not be toasted.” 

Ferry-Hanly Advertising Co., New 
York, handles the account. 


Riddle Joins Gibson 


George B. Riddle, formerly with 
Rath Co., Waterloo, Ia., has become 
assistant sales promotion director of 
Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


OFFICIAL SIGN 
WILL BE USED 
IN FOUR STATES 


Boston, Mass., June 30.—Following 
the example set by roadside stand 
operators in Massachusetts in 1931, 
owners of roadside stands in Maine, 
Rhode Island and Connecticut will 
this season use the New England 
Roadside Stand Sign. 

This sign is leased to roadside 
stand operators by the State Depart- 
ments of Agriculture on condition 
that the stand comply with certain 
standards established by the Com- 
missioners of Agriculture. It is part 
of the New England Farm Marketing 
Program, sponsored by the New 
England Council. 

The regulations are practically 
uniform for all four states which 
have adopted the use of the sign. 
They include requirements as to 
cleanliness, appearance, location, 
and source of products. 

All products offered for sale must 
be grown on the owner’s farm or be 
bought directly from nearby produc- 
ers. At least two kinds of produce 
must bear the New England Quality 
Label, sponsored by the Council, or 
one such product must constitute 25 
per cent of the stand’s sales. The 
stand must be located so that cus- 
tomers’ cars will not block the high- 
way. 

Connecticut has organized the ad- 
ministration of this plan somewhat 
differently than have the other three 
states. Stand owners have formed 
an organization known as the Con- 
necticut Approved Roadside Markets 
Association. This Association will 
receive applications for the Sign, 
handling details of leasing. 

The State Department of Agricul- 
ture is co-operating with the Asso- 
ciation and has assumed the cost of 
inspecting registered stands during 
the first year of operation. 


Maloney Promoted 


Don P. Maloney, general sales 
manager, Marvel Carburetor Co., 
Flint, Mich., has been appointed 
vice-president in charge of sales. 


Fix Outdoor Date 


The annual convention of Outdoor 
Advertising Association of America 
will be held at French Lick, Ind., 
October 24 to 26. 


STRONG PHOTOGRAPHS 


HELP INDUSTRIAL COPY 


™ 


"Take off that blindfold," urges Athey Truss Wheel Co., Chicago, 
in an industrial campaign marked by interesting photographs. Buchen 
Company is the agency and Eugene Friduss the photographer. 
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MOTOR INDUSTRY 
TURNING BACK 
TO SMALL CARS 


Detroit, Mich., June 30.—Believing 
new Federal taxes will be imposed 
upon automobiles during the short 
session of Congress next winter, sev- 
eral manufacturers will beat the gun 
with new models long in advance of 
the national auto shows next Jan- 
uary. 

Hudson Motor Car Company this 
week called its distributors to De- 
troit to perfect marketing plans for 
the new small car which Hudson 
soon is to introduce. 

Erwin, Wasey & Co., New York, is 
speeding advertising plans for the 
new model, details of which have 
not yet been made known. Hudson, 
however, has served notice that the 
new unit will be “distinctively a 
product of both advanced engineer- 
ing and the needs created by present 
economic conditions.” 

Willys-Overland is signalizing the 
return of its pilot, John N. Willys, 
with a new series of sixes, eights 
and Willys-Knights. Newspapers are 
to be widely used. 


Graham-Paige Plans 


Graham-Paige already has pre- 
sented its 1933 “six” in communities 
where dealers have cars. The na- 
tional announcement, however, will 
not be made until late in July, when 
four weekly magazines will form the 
hub around which a campaign em- 
bracing direct mail, outdoor and 
radio will revolve. 

These developments, in addition to 
recent additions to lines made by 
Packard, Reo, Essex and Deusen- 
berg, indicate that certain other 
manufacturers with 1933 model 
plans already beyond the blue print 
stage, will not wait for the tradi- 
tional Auto Show period to bring out 
their creations. A renewed and 
lively sales battle involving the en- 
tire industry, with emphasis on the 
small car, seems imminent. 

“Bright spots” in reports this 
week from manufacturers continuing 
their present lines were the Buick 
announcement that July output had 
been stepped up to 3,500 cars from 
a total of 2,000 previously scheduled 
for the month, and the Plymouth re- 
port that shipments for the first five 
months of the year show an increase 
of 343 per cent over the same period 
of 1931. 


Glove Manufacturers 
Plan Advertising 


Plans for a three-fold advertising 
campaign embracing advertising in 
business papers and fashion maga- 
zines on a national scale, special 
placards for “behind the counter” 
advertising, and more extensive ex- 
Ploitation of the film, “American 
Glove Craft,” were laid at the con- 
vention of the National Association 
of Leather Glove and Mitten Manu- 
facturers in Gloversville, N. Y. 

The advertising committee of the 
association was ordered to complete 
details as rapidly as possible. 


Get Four Accounts 


Parchert Oil Go., Lowell, Mass.; 
Dr. Dupont’s Germicide, Boston; 
Natal Publishing Co., Providence, 
R. L, Eye Training for Health and 
Beauty; and Balloon-tred Sales Co., 
Beverly, Mass., rubber heels, have 
placed their accounts with Dowd & 
Ostreicher, Boston. 


C. K. Brauns Dies 


C. K. Brauns, Michigan representa- 
tive of Chilton Class Journal Co., 
Philadelphia, died in Chicago June 
27. He was 48 years old. 


Represent Dubuque Paper 

John Budd Co. has been appoint- 
ed national advertising representa- 
tives of Dubuque (Iowa) Telegraph- 
Herald and Times-Journal. 


Meade Coty Sales 


Jean Despres, formerly assistant 
sales manager, Coty, Inc., New York, 
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things to Eat 
SUMMERTIME CANDY RETURNS 


e uced Price Cottage and Outing 
Pecials a 


For Friday and Saturday ¢ 


I he ¢ uting Box 


rs 


That was the opinion of Associated Retail Confectioners, meeting at 
Buffalo, of this weekly tabloid, produced by Holden, McKinney & 
Clark for the Sanders candy chain in Detroit. 


7 


Ro Ses 
, Pwisted Fried c } 
. + ae Ik ake, =F 
5 Sy 
2) 


St. Louis Deal 
Not a Merger 
But Purchase 


St. Louis, Mo., June 30.— The St. 
Louis Star, which took over the St. 
Louis Times last week, bought the 
name, good will, subscription list, 
equipment and certain features and 
other assets of the Times, but did 
not assume any liabilities, advertis- 
ing contracts or other obligations. 
This announcement was made by 
Col. Elzey Roberts, publisher of the 
Star, which has changed its name to 
St. Louis Star and Times. 
Circulations have been merged. 
The Star has had an average circula- 
tion of 144,000, with about 60,000 for 
the Times. The latter reached its 
peak in 1918, when its circulation 
reached 101,000. 

G. A. Buder retires from the St. 
Louis publishing field, after heading 
the Times for 17 years. The Times 
was founded in 1907, while the Star’s 
history goes back to 1884. Both were 
afternoon papers. 

George A. McDevitt Company rep- 
resents the Star and Times in the 
national field. 


Cleveland Club 


Names Committees 


Women’s Advertising Club of 
Cleveland has appointed committees. 
Chairmen are as follows: 

Entertainment, Esther Riley, Ros- 
coe Osteopathic Clinic; membership, 
Mary G. Mullarky, Champion Rivet 
Co.; personnel, Hilda Hagen, K. L. 
Smith Co.; program, Edith Tolton, 
McCann-Erickson; publicity, Suz- 
anne Walters, Your Garden and 
Home; editor, ““Weathervane,” Freda 
Gonder, Halle Bros. Co. 


Kondon Appoints 
Kondon Mfg. Co., Minneapolis, ca- 
tarrhal jelly, has placed its account 
with Erwin, Wasey & Co., Minne- 
apolis. 


Joins Four A’s 
L. D. Wertheimer Co., New York, 
has been elected a member of 
American Association of Advertising 
Agencies. 


Sterling Truck Expands 


Sterling Motor Truck Co. New 
York, has purchased the motor 
truck division of Lafrance-Republic 


has been appointed sales manager to 
succeed H. L. Brooks, resigned. 


FREE TISSUES 
WITH ROUGE 


New York, June 30.—Richard Hud- 
nut is distributing with each pur- 
chase of a Hudnut product a pack of 
small tissues suitable for removing 
excess lipstick rouge. 

James B. Lyon, New York adver- 
tising specialist, holds the patent on 
the packets, which are called “Lip- 
stick Tissues.” 

The packets, closely resembling 
paper match folders, contain 18 dou- 
ble sheets and carry a Hudnut ad- 
vertising message on the covers. 
The complete printed packet costs 
the advertiser a fraction of a cent. 


Sweetland Forms Oil 
Distributing Syndicate 

A syndicate headed by Ben J. 
Sweetland, Seattle, president of the 
Direct Mail Advertising Association, 
and Maj. Kenneth G. Fraser, former 
chief of inspection, U. S. Army Air 
Corps, has contracted to distribute 
annually $7,000,000 of motor lubri- 
cant manufactured by Campbell’s 
Lubricant Co., Newark, N. J. 
The syndicate is given national 
distributing rights, with the excep- 
tion of New York and New Jersey. 


Sweet-Orr Protects 
Dealers on Price Drop 


Sweet-Orr & Co., New York, work 
clothing manufacturers, have noti- 
fied dealers they will be protected 
against any price decline between 
June 14 and October 31. 

The guarantee applies to the en- 
tire line except overalls, on which 
the price is guaranteed to date of 
shipment. 


5,000,000 Autos Are 
in Use on Farms 


According to latest figures, com- 
piled by Chrysler Corporation, 4,- 
134,575 passenger cars and 900,385 
trucks are operated on American 
farms. 

This is 18.4 per cent of all pas- 
senger cars in use, and 25.8 per cent 
of trucks. 


Fassnacht Goes Abroad 


Paul H. Fassnacht, president, Ru- 
dolf Mosse Advertising Agency, New 
York, sailed last week for an ex- 
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W-A:YOUNG, JR. 
General Passenger 
Traffic Manager 
Grace Line 
(Panama Mail Route) 


“Outdoor Advertising 


Solves Many Unusual 
Advertising Problems” 


Such is Mr. Young's opinion, after long 
experience with this medium. The Grace 
Line has, for many years, used Painted 
Bulletins on the Pacific Coast and else- 
where to acquaint the public with the 
Grace Line steamship service between 
New York and California and for the ex- 
press purpose of appealing to specific 
classes of people. Posters have also been 
used to publicize special events. 


The latest copy used on our bulletins 
has developed many inquiries concerm- 
ing our new fleet of ships, and our posters 
have produced results far beyond our ex- 
pectations,” says Mr. Young. “‘In fact, 
our experience with Outdoor Advertis- 
ing has been most satisfactory.” 


Does the advertising of your product or 
service seem to require unusual handling? 
If so, a properly planned Outdoor Ad- 
vertising campaign may be the solution. 


Outdoor Advertising produces maximum 
results on the Pacific Coast, for its resi- 
dents, as well as hundreds of thousands of 
tourists, are out-of-doors the greater part 
of the time. 


Investigate the Outdoor Advertising 
facilities of Foster and Kleiser Company 
in 615 cities and towns in California, 


Oregon, Washington and Arizona. 


(Foster and Kleiser 


COMPANY 


GENERAL OFFICES: SAN FRANCISCO 
Operating plants in California 


ashington, Oregon and Arizona 


Offices in New York and Chicago 


Sales Corp., Alma, Mich. 


tended business trip through Europe. 
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The U. S. Postal Monopoly 


The announcement from Washing- 
ton, published in the June 25 issue 
of ADVERTISING AGE, that the United 
States Government will protect the 
postal monopoly through the en- 
forcement of provisions providing 
severe penalties for joint distribu- 
tion of letters, is particularly inter- 
esting at this time. 

Governmental expenditures are un- 
der unusually severe scrutiny, and 
the whole country is urging that un- 
necessary expenditures be elimi- 
nated so that burdensome taxes may 
be reduced. The Postoffice depart- 
ment operates at a deficit, and while 
present accounting methods make it 
difficult to say which parts of the 
service contribute most liberally to 
this result, the fact remains that 
the postal service is not self-sup- 
porting. 

Competition is supplied with the 
second-class service through the use 
of freight and express in the for- 
warding of bulk shipments of peri- 
odicals. Catalogs and other printed 
matter used for advertising purposes 
are also shipped in this way, and 
are handled expeditiously and eco- 
nomically in most cases by compa- 
nies which are specializing in this 
work. But in the handling of let- 
ters the Postoffice insists on main- 
taining a monopoly. 

Assuming that the Postoffice was 
able to make a profit on first-class 
mail at the old two-cent rate, and 
that the deficit has come from such 
services as rural free delivery, free 


Goodyear Talks Price 


Current advertising of the Good- 
year Tire & Rubber Company is con- 
tributing a new note to the discus- 
sion of price, as a basis for winning 
trade and as the theme of advertis- 
ing copy. The company’s appeal is 
not that price should be disregarded, 
but that other factors are too im- 
portant to make price the only cri- 
terion of value. 

“In this year,” says Goodyear, 
“when so many with something to 
sell are idolatrous at the shrine of 
price to the exclusion ef everything 
else, the tire which outsells any 
other tire in the world, which occu- 
pies by far the largest bracket of 
Goodyear production, is not its low- 
est price tire, not even its next low- 
est price tire, but its world-famed, 
time-tested, high-quality standard 
Goodyear All-Weather.” 

The company goes on to explain 
that it makes and sells certain lines 
of tires at prices as low as any on 
the market, and that it is in a posi- 


delivery of newspapers within the 
counties of their publication and cer- 
tain other sections of the second- 
class service, it is more than possi- 
ble that private enterprise would be 
able to handle letters on a first-class 
basis as to service at a lower cost 
than the Government now fixes. 
Consequently the action taken may 
be necessary to preserve the service 
in normal volume, and to provide 
the opportunity for the collection of 
the tax represented by the additional 
charge of one cent. 

Distribution of mail by other meth- 
ods than through the Postoffice de- 
partment would of course be an at- 
tempt to evade the tax, but at the 
same time it would provide direct 
competition with the department on 
the basis of cost and service. Under 
the present condition of business 
and of governmental operations, 
would this not be a good thing? Is 
it desirable, as a matter of public 
policy, to deny private enterprise the 
right to compete with the Govern- 
ment, merely to enable the latter to 
maintain its position as a collector 
of taxes? 

Government, it is now generally 
agreed, should render services which 
cannot be performed equally well by 
its citizens. The postal service has 
always been considered one of these. 
But if the charge for the service 
becomes greater than if it were ren- 
dered by private enterprise, what is 


the logical answer? 


tion to compete successfully for that 
kind of business. But the consumer 
is pointed to as making a choice 
which emphasizes quality as well as 
the price-tag. 

“Whether you buy or whether you 
sell,” it concludes, “isn’t that some- 
thing worth thinking about, before 
forcing prices, earnings, confidence, 
lower in the hope of a brief and 
selfish gain?” 

This seems to be a sound position 
to take: yes, we can sell low quality 
at a corresponding price—but here’s 
something mighty good that is worth 
all that we could ask for it—and 
more. Incidentally, the latter is a 
far better and more convincing story 
for advertising to carry. 

The fact of the matter is that ex- 
treme low price, attained at the ex- 
pense of quality, does not represent 
adequate value for the purchaser, 
nor adequate profit for the maker. 
Advertisers of quality goods should 


make this fact clear. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


400. Recapture of Automobile Sales. 


The Quality Group had the Wilson 
H. Lee Co., advertising agency of 
Hartford, Conn., investigate the auto- 
mobile ownership of 665 of its read- 
ers in Hartford. It was found that 
624 of these families own automo 


biles. While the majority owned 
only one car, 110 owned two, 24, 
three, and 7, four or more. Other 


discoveries are recited in this book- 
let. 


401. Architects Today and Tomor- 
row. 

The architectural field is not much 
different from the general consumer 
field, in some respects, this inter- 
esting study by F. W. Dodge Cor- 
poration reveals. That is, the per- 
sonnel is constantly Shifting, old 
firms dropping out and new ones en- 
tering. Dodge found that there are 
actually 2,000 new architects every 
year and that both new and old archi- 
tects exercise a profound influence 
on the building field, particularly in 


their insistence on quality over 
price. 
402. Monthly Retail Druggist Calen- 


dar. 


Honolulu Advertiser has developed 
a new service for drug and grocery 
advertisers—a monthly bulletin for 
Honolulu retailers showing impend- 
ing advertising which is likely to af- 
fect demand for any product and 
with which the dealer should tie in. 
Separate “calendars” are issued for 
each field. 


373. Importance of the Small Town 
to a Transcontinental Railroad. 


This is probably the briefest pro- 
motion piece on record, containing a 
total of five pages. It is chiefly the 
story of the Atchison, Topeka and 
Santa Fe Railway Company, as re- 
lated by its president, William B. 
Storey, who said, “Without the small 
towns there would be no Santa Fe.” 
The small towns account not only 
for $15,415,125,000, or 31 per cent of 
the total retail business of the coun- 
try, but for a considerable share of 
the retail volume done in cities, the 
booklet asserts. The publisher is 
the Household Magazine. 


350. Fortune’s Editorial Policy. 


This is not the real name of this 
booklet, which appears to be un- 
christened. The front cover is given 
to a tribute by Julian Johnston, ‘“For- 
tune rises above our depressing times 
—a reflection of that old America 
we used to know, irrepressible, 
shrewd, triumphant.” This booklet 
has the unusual mission of proving 
that Fortune’s reader following is 
not confined to men at the very top 
of industry. 


372. Go After 
Market First. 


The New England Council and the 
New England Daily Newspaper As- 
sociation have combined to bring out 
this up-to-date comparison of New 
England with the remainder of the 
country. The booklet summarizes 
this comparison briefly as follows: 
New England has 2 per cent of the 
area of the United States; 6.65 per 
cent of the population; 7.56 per cent 
of total retail sales; 7.97 per cent of 
the wealth; 8.4 per cent of the in- 
come; 13.6 per cent of the bank de- 
posits; and 17.5 per cent of the sav- 
ings. 


388. Traffic Flow Map of Milwaukee. 


Study of the flow of traffic is being 
undertaken in a large way by the 
outdoor advertising industry, Mil- 
waukee being one of the latest cities 
covered. The “circulation” in the 
Milwaukee district, according to the 
map issued by Cream City Outdoor 
Advertising Co., is 1,756,000 persons 
daily. 


the New England 


WHEN KNIGHTHOOD WAS IN FLOWER 


> NOT Toucn | 


DRAWN BY 
RAY THOMESON 


(Copyright 1932 Curtis Publishing Co.) 


(A. D. 1950) "And that, my boy, is a sales chart 
from 1928!" 


Voice of the Advertiser 


Convention Dailies 


“Great Contribution” 

To the Editor: Believe me, the 
Convention Daily published by 
ADVERTISING AGE was one of the high 
spots of our annual A. F. A. Conven- 
tion. It gave all the delegates and 
guests am opportunity to keep in 
touch with what was going on and 
at the same time put a delightful 
atmosphere into the meetings. 

You and your staff did noble work. 
The Daily was a great contribution 
and this is to let you know that it 
was appreciated. 

EpGArR KoBAk, 
President, Advertising Fed- 
eration of America. 


To the Editor: I want to compli- 
ment your publication upon the ex- 
cellent work you did in your special 
issues at the convention. 

CHARLES E. Murpny, 


Treasurer, Advertising Fed- 
eration of America. 


7, F F 


It’s a Different Game 
To the Editor: Tell Copy Cub that 
although the royal flush is not in- 
cluded in the Waterman Collection 
of Famous Hands, the grand slam is 
represented in the person of Mr. Ely 
Culbertson. 
JoHN H. MILLER, 
Frank Presbrey Co., New York. 


7’ Vv F 


“Buy American Goods,” 
Fretz’s New Slogan 

To the Editor: We believe there 
are a number of things manufactur- 
ers can do to speed the return of 
normalcy and an important one is to 
“Buy Made-in-America Goods.” 

“We're not putting food in the 
mouths of American workers nor 
holding up the wage scale nor help- 
ing the unemployed by buying goods 
abroad,” was the terse remark of 
Samuel S. Fretz, Jr., when he in- 
augurated a campaign with the 
theme, “Buy Made in America 
Goods.” 

Mr. Fretz heads three companies: 
S. S. Fretz, Jr. & Company, and 
Fretz, Gross & Co., with offices and 
plants in Philadelphia, Pa., and the 
Thomas Devlin Manufacturing Co. 
with offices and plants in Burling- 
ton, New Jersey. 

No material used in the manufac- 


turing processes of these three com- 


panies is bought abroad—a case of 
practicing what is being preached. 


The campaign promises to have a 
far-reaching effect in maintaining 
American working conditions and 
wages above European standards; 
to relieve unemployment and to help 
business. 

To initiate the campaign, a mam- 
moth billboard, 86x12 feet, has been 
erected on the plant of Fretz, Gross 
& Co. facing the Pennsylvania Rail- 
road tracks on which traffic moves 
between New York and Philadel- 
phia. This board carries the legend, 
“the duty of EVERYONE—be sure 
you and your family BUY Made-in- 
America GOODS—this will greatly 
help the unemployed BACK TO 
WORK.” 


Three sizes of stickers for display 
and mail enclosures have _ been 
printed up in great quantities. One, 
32x5% inches, is for use in store win- 
dows. Another, 16x34 inches is for 
rear windows of automobiles. Every 
employee and member of the three 
firms who owns or drives a car is 
displaying these signs on his auto- 
mobile and is pressing friends into 
service for the cause. 


A third printed piece goes out with 
every piece of mail accompanied by 
a letter outlining the aims of the 
campaign, and asks the recipient to 
Buy Made-in-America Goods. 

Several other firms in the Phila- 
delphia district, such as Pennsyl- 
vania Sugar Co., O’Neill Bros., Inc., 
and others are pushing the idea. 
The campaign is gathering in size 
and momentum. 


A. H. CLARK, 
Thomas Devlin Mfg. Co., 
Philadelphia. 
* FF FF 


P K. Ewing Not With 


“New Orleans States’ 

To the Editor: The story in the 
June 18 issue of ADVERTISING AGE, re- 
porting the radio situation in New 
Orleans referred to “P. K. Ewing, 
New Orleans States.” 

Mr. Ewing, who made a radio ad- 
dress commenting on newspapers’ 
loss of lineage, has not been con- 
nected with the New Orleans States 
since 1928. 


JAMES L. EwINe, 
President, New Orleans States. 
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Send for this Book of the Year 


{DA BAILEY ALLENS BOOK FOR THE HOME 
His the sunt od Demis every @aman hes tice wished tor. A comphie guide w 
IAT eel Dame Co among — a ritce by & tomes sucteorny. Le eth ‘ * vA 
Sure Shet women Wam bo howe —wehether yow live om 2 coctage ot 


2 camle Puhinind amd presmied 6 a consnhution to hempicliag 


and we catiey by Comet urhe~ tie drink cleat anaken a passe 
Cofecshong. the @acuead pacime oh ve many grant ubings 
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How lo he a lerlect Hostess 


Advertiser: Coca-Cola 

Agency: D'Arcy Advertising Company 
Space: Four Color Back Cover 
Reader Interest: 92% Above Average Page 


H., 


W lo he a lerfees Ho sles 
slesy 


oS the Year 


Advertiser: Coca-Cola 

Agency: D'Arcy Advertising Company 
Space: Two Color Third Cover 
Reader Interest: 78% Above Average Page 


What’s the difference 


between these two of 
America’s Best Read Advertisements 


for the week of June 18? 


Answer: 


One ran in Liberty, “America’s 
Best Read Weekly”. . . the other 
in another big weekly. 

The one in Liberty won 57% 
more readers per dollar expended 
than its twin in the other weekly. 


ERE are ‘‘the best read ads’’ of the week of 

June 18, 1932, as rated by Percival White, 
Incorporated, in the current phase of their every 
week count of what people read in every issue of 
Liberty, Collier’s and Saturday Evening Post. 


But, you say, two of these ads are the same! 


Not quite, we assure you. One ran in Liberty 
(two colors, third cover) ... the other in another 
weekly (four colors, back cover). 


And that difference made a difference of 57% 
more readers per dollar expended. 


Every week, we are told, thousands of admen 
study these bulletins, muse over the value of color, 
position, layout and headline appeal in getting 
ads better read. 


Yet, mere choice of the magazine to carry the ad seems 
the most CONSISTENT factor affecting attention 
value. Below are tabulated figures showing the 
increased attention value (which means increased 
real circulation) enjoyed by the average page ad 


LACH ..tetinn 


in Liberty for each of the six Gallup-study weeks 
and the seven White-study weeks to date: 


Average page ad in Liberty had extra at- 
tention value (rea/ circulation) as follows: 


Over Second Over Third 

Weekly Weekly 
1 14% . . . 20% 
® . » <— “SR a & 3 2a 
S . « « SOS « + » CS 
oe « * 4% .. - 61% 
5 26% . . . 43% 
6 22% 44% 
7 8% . . . 23% 
8 ion +o — eS 
- ~ . § 2% eh 
Oe « & » 9% 66% 
Mm. 2. «le 27% 
eo; «9s. & a oes 
13... « 399% «© «+ « 7% 


So that you may more easily study the reader in- 
terest variations of your own ads using different 
copy and different magazines, we have prepared 
‘‘reader interest rating cards’’ for every advertiser 
appearing in any of the 3 
big weeklies. Hundreds 
of admen have already 
requested their owncards. 
Write for yours. No ob- 
ligation. Merely Liber- 
ty’s contribution to a 
better understanding of 
what happens to adver- 
tisements after they are 
published. Address 
Liberty Research Dept., 
420 Lexington Ave.,N.Y. 


Advertiser: Chesterfield 
Agency: 
Space: 


America’s 


Newell-Emmett 
Four Color Back Cover 


Reader Interest: 100% Above Average 
Page 


oS SSS 
READER INTEREST } 


RANGE 


For all page ads in 
Liberty oo 
Collier's LIBERTY 
1 Sat. Eve. Post 


Issues of Junel8th 
(Men and Women Combined ) 


Average for 
Ads in Second Weekly 


Average for 
Ads in Third Weekly 


Who reads the Big 
Weeklies? 


The Percival White, Inc. investigators call at random, 
all over town, good neighborhoods, middling, poor. 
Wherever they find any of the three big weeklies they in- 
terview the reader. Here is where they found them this 


week: 
Per Cent of Interviews by Income Class 
of Readers 
This Week A B Cc D 
Liberty _ 14% 86% - 
Second Weekly — 10% 90% - 
Third Weekly — 20% 80% - 
Seven Week Total 
Liberty 3% 50% 47% “ 
Second Weekly 1° 49% 49% 1% 
Third Weekly 4% 50% 45% 1% 


How Choice of Magazine Varies 
Reader Interest for Your 
Advertisement 
* 

WEEK OF JUNE 18th 
The average advertising page in Liberty 

stopped: 
39% more persons than in 2nd weekly 


74% more persons than in 3rd weekly 


Watch in next week’s issue of 
Advertising Age for Best Read 
Ads of week of June 25th. 


Advertiser: RCA Victor 

Agency: Lord & Thomas 

Space: Four Color Back Cover 
Reader Interest: 65% Above Average Page 
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PACIFIC COAST 
CLUBS TREKKING 
TO CONVENTION 


Vancouver, B. C., July 1.—‘“Plan- 
ning for Sustained Prosperity” is 
the theme which is expected to draw 
more than 1,000 members from Cali- 
fornia, Oregon, Washington, Idaho, 
Utah, Hawaii and British Columbia 
to the 29th annual convention of 
Pacific Advertising Clubs Associa- 
tion here July 5 to 8. 

Roy A. Hunter, Vancouver, is presi- 
dent of P. A. C. A., and James Light- 
body, British Columbia Electric Rail- 
way, Vancouver, is general conven- 
tion chairman. 

Most of the work of the convention 
will be done in departmental sessions, 
under the general chairmanship of 
Charles W. Collier, Recorder Print- 
ing & Publishing Co., San Francisco. 
The chairmen for these meetings in- 
clude: 

Feature Group Sessions 


Classified Advertising, R. J. Meyers, 
Seattle Post-Intelligencer; Club Man- 
agement, Miss C. M. Paterson, 
Seattle Advertising Club; Com- 
munity and Travel, J. T. Crosley, 
Portland; Direct Mail, J. Corning 
Todd, Tacoma, Wash.; Newspaper, 
Cc. E. Greenfield, San Francisco; 
Outdoor Advertising, G. E. O'Neil, 
Foster & Kleiser Co., Seattle; Re- 
tail, R. C. Scibird, Hudson’s Bay Co., 
Vancouver; Radio, Roy W. Frothing- 
ham, National Broadcasting Co., 
San Francisco; Sales Managers, G. 
Weigel, San Francisco; Window Dis- 
play, Edgar Nelson, San Francisco. 

Other departmental meetings will 
be devoted to Financial, Production, 
and advertising fraternities. 

A feature of the convention will be 
a contest based on three-minute ad- 
dresses on “What are New Jobs for 
Advertising?” “How Can Advertising 
Help Unsock the Dollar?” and “What 
Does Truth in Advertising Mean to 
the Public Today?” 


Phillips N. I. A. A. Officer 


Stuart Phillips, advertising man- 
ager, Dole Valve Co., Chicago, has 
been appointed secretary of the Na- 
tional Industrial Advertisers’ Asso- 
ciation, succeeding H. F. Stoetzel, 
advertising manager of Republic 
Flow Meters Co., resigned. 


Dok Hager Dead 


Dr. John Ross (“Dok’) Hager, 
who gave up dentistry to become a 
cartoonist, died in Seattle last week. 
His cartoons, “Dok’s Dippy Duck” 
and “Old Weather Man,” appeared 
in the Seattle Times for 20 years. 


Gerardine in New Series 


La Gerardine, Inc., New York, 
beauty preparations, returned to the 
air Thursday over WABC-Columbia 
network, with Sidney Skolsky, New 
York Daily News columnist, as com- 
mentator. 
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UNGUENTINE GIRL IS GREETING RESORT VISITORS 


Norwich Pharmacal Co., Norwich, N. Y., is covering important summer resorts with this poster. 


Laundryowners 
Hold Clinic on 


Garment Brands 


Newark, N. J., June 30.—An ex- 
hibit of textiles, showing the effect 
of washing on various brands of gar- 
ments, was held at the Kresge De- 
partment Store this week, textile 
and laundry experts attending. The 
exhibit was open to the public. 

Miss Ida Mai Lee, director of pub- 
lic relations of the New Jersey Laun- 
dry Owners’ Association, who pre- 
pared the exhibit, said laundering of 
the fabrics, dresses and other arti- 
cles by commercial laundries dem- 
onstrated that high prices need not 
be paid to obtain goods with colors 
that will not fade. 

“Twenty-five-cent dresses for chil- 
dren went through 50 washings with- 
out a sign of fading,” Miss Lee said. 
“Other garments that cost four 
times as much lost their color in a 
single wash.” 

The goods were washed by ap- 
proved formulae used by the Laun- 
dry Owners’ Association. In several 
cases single garments were cut in 
two pieces, one of which was laun- 
dered and shown in comparison with 
the half that had not been washed. 
The exhibit included men’s, women’s 
and children’s wearing apparel, and 
household linens purchased in stores 
in Newark and other cities. 


Mrs. Maddux Honored 


Mrs. Katherine Maddux, associate 
editor of National Provisioner, Chi- 
cago, was elected president of Zonta 
International, an organization of 
woman executives, at its meeting in 
St. Louis. 


Airy Fairy Expands 
Under the name Airy Fairy Foods, 
Inc., Commander Larabee Corp., Min- 
neapolis, plans to add an entire fam- 
ily of foods to its biscuit and cake 
flours, already established by na- 
tional advertising. 


SEH SPao BAe CZ 


The occupants of this house like 
the tempo of the new Scribner's 
Magazine. They have just renewed 
their subscription for the third year. 


Marse George 
Turns to Bridge 


New York, June 30.—A series 
of contract bridge hands devel- 
oped by Milton C.,Work are 
being enclosed in Lucky Strike 
“flat fifties” tins. The front of 
the card is die-cut and printed 
to indicate four hands, and is 
arranged so that the hands 
may actually be played. 

On the back is an explana- 
tion of the correct bidding and 
playing of the hand. There are 
50 hands in the series. 


GOODYEAR SHOWS 
TO FIGHT CROWD 


New York, June 30.—As a demon- 
stration of the effectiveness of the 
Goodyear dirigible balloon for adver- 
tising purposes, Goodyear Tire & 
Rubber Company displayed the air- 
ship at the recent Schmeling-Shar- 
key fight at the Madison Square 
Garden bowl in Flushing. 

The attendance was about 73,000, 
and everyone present took note of 
the balloon as it floated in the sky, 
at an elevation of approximately 
1,000 feet, during most of the fight. 

Electric lights displayed the name 
of Goodyear Tires. 


Willens Pinch-Hits 
for Fred Farrar 


Fred M. Farrar, New York typo- 
graphic expert who was scheduled 
to speak on “Getting Uncommonly 
Good Typography from Common- 
place Type” at the newspaper ad- 
vertising executives departmental of 
the A. F. A. last week, did not ap- 
pear, and George Willens was 
drafted in his place. 

Mr. Willens’ impromptu talk on 
this subject was so good that many 
stayed after the meeting to ask him 
questions. 


Wurlitzer Stores to 
Sell Air Conditioners 


Air conditioning equipment made 
by Conditioned Air Corp., Detroit, 
and Universal Cooler Corp., Detroit, 
will be sold in all large city stores 
of Rudolph Wurlitzer Co., musical 
instruments. 

Stores in Cincinnati, New York, 
Cleveland and Philadelphia are al- 
ready marketing this equipment. 


General Foods Cuts 


Quarterly Payments 
Quarterly dividends of 50 cents a 
share on common stock have been 
declared by General Foods Corp., 
New York, compared with 75 cents 
a share paid since 1928. 
Estimated earnings for the first 
six months of 1932 are $1.50 a share. 


Sell Vending Machines 


Electric Vendor Corp., Grand Rap- 
ids, Mich., has been organized to 
sell coin-operated radios and vend- 
ing machines. It is headed by E. R. 
Pace, manager, Builtwell Corp., 
Spring Lake, Mich. 


Field’s Woos 
Delegates to 
Big Convention 


Chicago, June 30.—Marshall Field 
& Co., who courted delegates to the 
Republican National Convention by 
mail, used the same plan in anticipa- 
tion of the Democratic convention, 
which started in Chicago June 27. 

About 4,000 handsome engraved in- 
vitations were mailed to Democratic 
delegates, to reach them just before 
they started for Chicago to pick a 
presidential candidate. 

The document invited them to 
make their headquarters at Marshall 
Field & Co. during their stay in Chi- 
cago, reciting the numerous free 
services rendered, such as a theater 
ticket bureau, checking and mailing 
of parcels, etc. 

Wonder was expressed at the pop- 
ularity of Field’s with the Repub- 
lican delegates. While ADVERTISING 
AGE was a party to the secret, it was 
pledged not to reveal it until the 
promotion had been repeated for the 
Democrats. 

G. Ray Schaeffer 
manager of Field’s. 


Increase Air-Ocean 
Rates on July 6 


Increased postage rates on mail 
carried partly by air and partly by 
water will take effect July 6. 

All articles mailed from the United 
States for delivery in transatlantic 
and transpacific countries will be 
subject to a flat charge of 10 cents 
for the first ounce and 15 cents for 
each additional ounce. The rates 
have been 4 cents for the first ounce 
and 8 cents for the second, plus 
ocean postage to any country. 

Air mail rates to the Bahamas and 
Cuba have been raised from 5 to 8 
cents for the first ounce; 10 to 13 
cents for the second. 


is advertising 
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“Chicago Products” 
Is New Publication 


Associated Chicago Industries has 
begun publication of Chicago Prod- 
ucts from 123 W. Madison St., Chi- 
cago, in tabloid newspaper format. 

The organizer and general mana- 
ger is De Lysle F. Cass, late of Fair- 
child Publications and others. Asso- 
ciates are John B. McEwan, Robert 
P. O’Brien, Nathan H. Roth, and A. 
B. Hendry. 


Leave Atwater Kent 


P. A. Ware, sales promotion man- 
ager, and George A. Lyons, his as- 
sistant, have resigned from Atwater 
Kent Mfg. Co., Philadelphia, follow- 
ing consolidation of the sales promo- 
tion department with the general 
sales and advertising departments. 


Sales Agent for Talon 


Scoville Mfg. Co., Waterbury, 
Conn., has completed arrangements 
with Hookless Fastener Co., Mead- 
ville, Pa., “Talon” slide fasteners, to 
act as joint distributors. 


Cut Combination Rate 


Long Beach (Cal.), Press-Telegram 
and Sun have cut the combination 
rate for week days from 21 to 19 
cents a line, effective Aug. 1. The 
Sunday rate remains the same. 


Furniture Men 
Want Another 
Berkey & Gay 


Jamestown, N. Y., June 30.—The 
furniture industry suffered the loss 
of a standard bearer which sup- 
ported the entire industry in the 
passing of Berkey & Gay, the June 
issue of Furniture Index asserts. 

Because of the fine standard of 
quality established by this firm, and 
the aggressive merchandising policy 
which made its name a symbol for 
fine furniture throughout the coun- 
try, Berkey & Gay not only carried 
the entire industry up to a higher 
level of quality, but promoted the 
sales of better grade home furnish- 
ings of all types, the paper asserts, 

The need for a furniture manu- 
facturer to step into Berkey & 
Gay’s shoes and vigorously adver- 
tise quality furniture not only in 
competition with cheaper brands, 
but also in competition with radios, 
floor coverings and electric appli- 
ances, so that a greater consumer 
demand for all furniture may be cre- 
ated, is imperative, the publication 
continued. 

Any number of existing manufac- 
turers, with the active cooperation 
of only 1,000 or even 500 good deal- 
ers, could do much toward bringing 
more stability and higher unit sales 
to the industry, the paper concluded. 


‘HOME DOLLARS 
AT HOME’ URGES 
NEW CAMPAIGN 


Kansas City, Mo., June 30.—‘Home 
Dollars at Home” is the refrain of 
an advertising campaign launched 
by this city this week through the 
trade development department of 
the Chamber of Commerce. Copy 
will run in 250 daily and weekly 
newspapers in 152 towns in Western 
Missouri, Kansas, Nebraska and 
Iowa. 

The campaign represents the first 
expenditure from the appropriation 
in the program for development of 
the Kansas City trade area. Other 
phases of the promotion will be 
good-will tours. 

The initial advertisement said in 
part: 

“Kansas City is your primary mar- 
ket for grain, livestock, poultry and 
dairy products, for your oil, coal 
and other mineral products. In turn, 
Kansas City has developed a great 
wholesale and manufacturing dis- 
tribution to serve your community. 
Kansas City provides you with a 
nearby source of income for your 
local production and a great source 
of supply for your commodity needs 
and this interchange helps keep 
home dollars at home.” 

Coverage is shown as follows: 
Western Missouri, 76 newspapers in 
44 towns; Kansas, 147 newspapers 
in 88 towns; Nebraska, 15 newspa- 
pers in 9 towns; Iowa, 12 newspa- 
pers in 11 towns. 


French Quotas on 
Imports Extended 


French quotas on imports of man- 
ufactured goods were renewed from 
July 1 on practically the same basis 
as in the past, although some were 
increased. 

Gradual liberalization of quota re- 
strictions is planned. 


Blanchard Retires 


Elliott C. McEldowney has been 
appointed manager of the advertis- 
ing and publicity departments of 
Henry L. Doherty & Co., New York. 
He succeeds F. L. Blanchard, whose 
resignation is due to ill health. 


Travers Leaves Nash 


Ellis J. Travers has resigned as 
director of advertising and assistant 
sales manager, Nash Motors Co., Ke- 
nosha, Wis. Frank J. Babcock con- 
tinues as advertising manager. 
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this product continued the upward 


march begun in 1926 


A good product aimed at a good market 


It is steady progress that finally wins confidence. 
Most business men turn confidently to business en- 1,800,000 | 
terprises whose worth has been soundly demonstrated 
in spite of recent business conditions. 1,700,000 | 

In the offices of well-managed businesses, the infor- 
mation that The Country Gentleman has been strong 1,600,000 | 
enough to climb powerfully against the general trend 
of the last two years ought to be welcome information. 

It points out—unmistakably—that somewhere there causes 
is a responsive market. A market with money to 
spend. A market that gives loyal support to whatever SERED ¢ 
pleases it. 

The sales curve illustrated at the right means, be- 1,300,000 + A Tribete to Udltertal Bucdime 
yond argument, that The Country Gentleman is a good 1931—1,712,310 No clubbing 
buy. It demonstrates its power to influence. Sixty- 1,200,000 | 1930—1,695,967 No premiums 
two per cent of all subscriptions produced in 1931 a, ane pa hese 
were mailed by the subscribers to The Country 1,100,000 | 1927—1,482,081 any kind 
Gentleman uninfluenced by any personal solicitation. 1926-~1,284,589 

Foreign markets may look good—or bad. But The 1,000,000 
Country Gentleman market IS good—and it will buy 1926 1927 1928 1929 1930 1931 


your product if it knows it and believes in it. 

The 1,700,000 families who buy The Country Gentle- 
man ate the dominating element in a market where 
40% of national retail business 


originates. Seventy per cent own 
their homes. Eighty-six per cent 


Make Your ADVERTISING BALANCE WITH 
SALes OpporTUNITY 


own motor cars. 

Heaping up advertising in maga- 
zines which do not specifically ap- 
peal to this market cannot deliver 
an adequate influence on this 40% 
of sales potential. A reasonable 
investment in The Country 


: 
© ABC fgures More deusled analysis rates this 6gure £0 8% 


NATIONAL RETAIL PURCHASES 


Gentleman can. 


COUNTRY GENTLEMAN CIRCULATION 


Net paid monthly average. All figures from A.B.C. except last 
six months of 1931 which are from Publisher’s Statement. 


If your product is one that 
most families can use or enjoy, 
The Country Gentleman should 
be one of the first three magazines 


in your advertising plan 


THE COUNTRY (GENTLEMAN ~ 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 
..+ Key to 40% of National Sales. Potential 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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Urge Pleasant 
Odors, Colors 
As Sales Aids 


Washington, D. C., June 30.—Add- 
ing and advertising pleasant tastes, 
odors and colors might stimulate 
sales of medicines and toilet prepara- 
tions. 

Color changes would benefit the 
men’s clothing industry and pleasant 
odors might well be added to cer- 
tain foodstuffs, in the opinion of di- 
vision chiefs who contributed sug- 
gestions for advertising campaigns at 
the request of the Bureau of Foreign 
and Domestic Commerce. 

A recent test showed an over- 
whelming preference for slightly 
scented stockings. 

Other suggestions were that meat 
packers advertise the strength-giving 
qualities of meats, rather than qual- 
ity and flavor, and that capabilities 
and proper utilization of wood be 
stressed to halt the steady decline in 
per capita consumption. 

Citing the offer of a San Francisco 
lumber dealer to furnish all the lum- 
ber for a five-rroom bungalow for 
$250, it was suggested that a na- 
tional campaign on a similar basis 
should be profitable. 

A campaign by tanners stressing 
the advantages of genuine leather 
over substitutes, and another by air 
lines to encourage short trips were 
other suggestions. 


Bradbury Enters 


College Comics 


W. B. Bradbury Co., New York, 
has been organized by W. B. Brad- 
bury, Madison Sayles and Howard C. 
Conner to represent college humor- 
ous publications, of which there are 
103. 

The new firm has been appointed 
exclusive representatives by 44 col- 
lege comics. 


Huber’s New Post 


Joseph F. Huber has been elected 
vice-president in charge of sales, 
Pro-phy-lac-tic Brush Co., Lawrence, 
Mass. 


AGENCY UNION 
IS COMPLETED 


Chicago, June 30.—Consolidation 
of Williams & Cunnyngham with 
Roche Advertising Company, as 
Roche, Williams & Cunnyngham, 
which took place in May, was com- 
pleted this week with the physical 
merger of the agencies in their Chi- 
cago office at 310 S. Michigan Ave- 
nue. 

The entire fifth floor of the 
Strauss Building was remodeled to 
meet the requirements of Roche, 
Williams & Cunnyngham. In the 
center is the general office, flanked 
on three sides by private offices of 
executives. 

John Pierre Roche is president of 
the company; Lloyd Maxwell, first 
vice-president; Guy C. Pierce, execu- 
tive vice-president, and the follow- 
ing. vice-presidents: Gerald Page- 
Wood, Stewart Weston, and Harry S. 
Bishop. M. F. Williamson is secre- 
tary and D. J. Kelly treasurer. 

F. H. Hakewill and B. F. Abeling 
are directors of media in the merged 
organization; R. H. Stracke, produc- 
tion manager, and Bradley P. Wil- 
liams, director of research. 


Abeel Wins Golf Meet 


J. H. Abeel was victor in the 28th 
annual golf competition of the Sum- 
mer Advertising Golf Association 
June 27 at Manchester, Vt. C. H. 
Jennings and E. Kelley were second 
and third. 


Savente ew Emblem 


Emblem Sales Co., P. O. Box 1266, 
Milwaukee, has introduced a new 
type of emblem, embracing a small 
removable and _ reversible’ suction 
cap, for automobile windshields, 
show cases, walls and other smooth 
surfaces. 


Sell Phone Advertising 


Telephone Advertising Co. has 
been organized at 201 Securities 
Bldg., Seattle, by Russell G. Gibson 
and Douglas Stansbury, to sell adver- 
tising with correct time service. 
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View of general offices of Roche, Williams & Cunnyngham, flanked by private offices of executives. 
This photograph gives only a suggestion of the tremendous size of the new quarters. 


GERMAN LAWS 
ARE DESCRIBED 
AT CONVENTION 


New York, June 30.—‘The German 
law governing advertising is an ob- 
ject lesson to American business 
men. It shows the kind of undesir- 
able government regulation they 
face if they do not themselves elimi- 
nate unfair competition and mislead- 
ing advertising,” Joseph H. Appel, 
John Wanamaker, New York, told 
the Retailers’ Clinic at the conven- 
tion of the Advertising Federation of 
America last week. 

The German law, which has been 
in operation since 1909, prohibits 
price cutting of trade-marked arti- 
cles, as well as disparagement of 
competitors or competitors’ merchan- 
dise, and any type of price or bar- 
gain advertising which may mislead 
purchasers in any way, Mr. Appel 
said. 

No merchant may describe his 
store as a house of good quality 
unless all his merchandise is of the 
better grade, nor can he lay claim to 
“best quality” goods if any of his 
competitors carry better merchan- 
dise. 


Clearance sales are permitted only 
during certain months of the year, 
and then only after the facts of the 
sale, especially the prices, have been 
verified by the government. 

Such phrases as “cheaper than 
elsewhere,” “cannot be beaten in 
price,” “no one can sell lower than 
we can,” are prohibited. ‘“Sensa- 
tional prices” can be advertised only 
if there is a large mark-down, and 
“cost price” only if the merchandise 
is actually sold at cost. 


Demand Literal Truth 


“Factory prices” can be advertised 
only by manufacturers, and “whole- 
sale prices” cannot be more than the 
manufacturer’s regular price. 

The reason for a special sale must 
be clearly stated. It can be held 
only after receipt of a permit which 
defines the length of time it is to 
run, the location, and an inventory 
of the merchandise to be sold. 

Descriptions of all materials and 
methods of manufacture must be 
accurate, and faulty or imperfect 
merchandise must be marked. 

“Tricky” advertising which may 
immediately be recognized as such 


is permitted under the law, but head- 
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Missouri Association of Public Utilities is 

using all Missouri weeklies and most of the 

small dailies to tell what happened after 

the Kansas anti-utility law was passed. 

Barrons Advertising Co., Kansas City, pre- 
pared the campaign. 


lines which become misleading be- 
cause of the varying emphasis placed 
on different words is not permitted. 

The German law allots publicity to 
those found guilty under the provi- 
sions of this act, and frequently pro- 
vides that publication of the decision 
must be paid for by the defendant. 
This was done in the recent case of 
an American manufacturer, as re- 
ported by ADVERTISING AGE. 


Badger Made President 


of Indianapolis Club 


Stephen M. Badger, L. S. Ayres & 
Co., was elected president of Adver- 
tising Club of Indianapolis at the 
annual meeting, succeeding Russell 
C. Rottger, Indiana Bell Telephone 
Co. Other new officers are: 

Vice-president, Charles M. Bryan; 
secretary, Roland R. Schmedel; 
treasurer, Leroy C. Breunig; ser- 
geant at arms, Carl D. Patterson; 
directors, George Daniels, Frank 
Carroll and Floyd Hassler. 


D. V. O'Connell, O’Connell Adver- 
tising Agency, had low gross in the 
initial summer golf tourney of the 
Lantern Club, of Boston. R. D. North- 
rup, Northrup Advertising Agency, 
made low net. 


Name Collins-Kirk 


Public Health Institute, Chicago, 
social disease clinic, has placed its 
account with Collins-Kirk, Chicago. 


Say op Beales 
Can Now Sell 


Air Coolers 


Newark, N. J., June 30.—Carrier 
Corporation will rely largely upon 
specialty dealers to sell its air-con- 
ditioning equipment, it was revealed 
here when members of the National 
Association of Radio, Refrigeration 
and Electrical Distributors attended 
a special demonstration. 

Up to the present, it was asserted, 
air-conditioning has been primarily 
an engineering business. While 
some phases of it will continue to 
require individual engineering, Car- 
rier believes its portable room cooler 
and atmosphere cabinet are two 
products adapted to merchandising 
by any type of dealer. 

Because of the short season for 
the coolers, instalment payments 
will be limited to three or four 
months, dealers were told. 


U. S. Posters 
Still Lagging, 
Keeley Asserts 


Chicago, July 1—The poster in- 
dustry in America is still in its 
infancy, James F. Keeley, vice-presi- 
dent, Pullman Car & Mfg. Corp., 
Chicago, asserted at a joint meeting 
of the Association of Arts and In- 
dustries, Advertising Council of the 
Association of Commerce, and So- 
ciety of Typographic Arts at Lake- 
side Galleries last night. 

The meeting was featured by a 
display of 156 foreign travel posters 
from 22 countries, collected by Mal- 
colm La Prade, advertising manager, 
Thos. Cook & Son, travel agents, New 
York. 

The outstanding characteristic of 
European travel posters is restraint, 
Mr. La Prade said. The picture 
usually tells the whole story, with 
copy brief and subordinated. Lan- 
guage difficulties in Europe have 
caused this reliance on pictures. 

Ralph McA. Ingersoll, managing 
editor, Fortune, New York, and 
Shepard Vogelgesang, A Century of 
Progress, Chicago, were other speak- 
ers. 

Col. William Nelson  Pelouze, 
Pelouze Mfg. Co., Chicago, presided. 


WHB in New Studio 


WHB, Kansas City, Mo., has 
opened its new studio on the top 
floor of the Scarritt Bldg. 
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DIRECT AGENCY ACTIVITIES 


Private office of the president of Roche, Williams & Cunnyngham. 


MOVIE THEATRES 
OPEN SCREENS 
TO ADVERTISING 


New York, June 30.—Quickening 
interest in motion picture advertis- 
ing, Theatre Service Corporation 
has announced screen broadcasting, 
based on arrangements with leading 
circuits for showing 40-second, 
sound films in full technicolor. At 
present 2,440 theatres in 1,700 cities 
and towns are available. 

The plan was developed by Wil- 
liam Johnson, president of Theatre 
Service Corp., who has been produc- 
ing motion picture advertising for 
retailers for 16 years. Facilities 
provide for complete or partial cov- 
erage to fit test and spot campaigns. 

The new medium is represented 
in the national field by H. R. 
Doughty & Associates, Inc., New 
York, and Macy & Klaner, Inc., 
Chicago. 

Among the first national adver- 
tisers to use screen broadcasting 
are Coca-Cola, Elizabeth Arden, 
Chevrolet, Buick dealers and Gen- 
eral Electric dealers. 

Coca-Cola’s film shows’ crucial 
moments in important athletic con- 
tests, concluding with the trailer, 
“And Coca-Cola was there.” 


How Films Are Used 


Chevrolet is using in several hun- 
dred theatres a series of twelve films 
demonstrating such sales features 
as free wheeling. 

The Elizabeth Arden films have 
been shown in selected cities to 
demonstrate the use of Elizabeth 
Arden preparations and _ beauty 
treatments. 

Merchandising tie-ups include 
window displays with a still from 
the film as a centerpiece and an 
announcement as to when and 
where the picture is showing; a 
duplicate of the moving picture in 
a hand-movie (a booklet which gives 
the effect of projected film when the 
leaves are turned rapidly); and the 
offer of a booklet in the film with 
the name of the neighborhood dealer 
as the source of supply. 


Fisher Joins Hart 


Harry W. Fisher, formerly with 
Sheffield-Fisher Co., Rochester, N. Y., 
has joined the Printing House of 
Leo Hart, Rochester, as vice-presi- 
dent and sales manager. 


NEW INDUCEMENT 


Fillable jade bottle offered by 

Listerine in a new deal calculated 

to reduce price-cutting and sub- 
stitution. 


10 Per Cent 
To Agencies, 


Donnelly Plan 


Boston, Mass., June 30.—John Don- 
nelly & Sons are now paying an 
agency commission of 10 per cent on 
local New England business, this 
policy being in effect until further 
notice. 

Since the commission applies on 
accounts whose distribution is con- 
fined to New England, the policy 
does not conflict with any other or- 
ganization in the outdoor field. 

Donnelly & Sons also have as- 
sumed the cost of speculative art 
work and pencil sketches, a charge 
being made for all finished sketches, 
except for painted bulletins and 
spectacular signs. 

The company also said it is co- 
operating with agencies and adver- 
tisers in the study of merchandising 
problems, in creation of copy ideas 
and preparation of estimates and 
plans. 


Retain R. F. R. Huntsman 


Bank for Savings of New York has 
eugaged R. F. R. Huntsman Corp., 
New York, to direct advertising in 
the foreign language press in co- 
operation with Jules P. Storm 
Agency, New York. 


New York Agency Moves 


Leaving quarters occupied for 12 
years, Dorrance, Sullivan & Co., New 
York, have moved to 347 Madison 
Ave. The new telephone number is 


Vanderbilt 3-1800. 


VIRGINIA DARE 
IS TRADE-MARK 
FOR COSMETICS 


Washington, D. C., June 30.—Vir- 
ginia Dare may be used as a trade- 
mark for skin preparations, in spite 
of previous registration for soft 
drinks, the Commissioner of Patents 
ruled, confirming the decision of a 
lower tribunal in the case of Virginia 
Dare Extract Company against Adah 
Mae Dare. 

“The goods are deemed to possess 
different descriptive properties and 
there is nothing to create confu- 
sion,” said the court. 

Use of a mark or name to denote 
quality or distinguish a grade does 
not make such a designation a trade- 
mark, the Court of Customs and Pat- 
ent Appeals ruled in the case of Nor- 
wine Coffee Co. vs. Chase & San- 
born. 

Chase & Sanborn designated cer- 
tain blends of coffee as “Dining Car” 
and “Dining Car Special Coffee” 
three years before Norwine Coffee 
Co. adopted “Dining Car” as_ its 
trade-mark. 


Sold to Railroads 


The court ruled that since sales 
of this blend were made only to two 
railroads for use in dining cars, and 
not to retailers or the general pub- 
lic, the designation was placed on 
packages only to distinguish a par- 
ticular blend, and not as a trade- 
mark intended to denote origin. 

In awarding the right to register 
the trade-mark to Norwine Coffee 
Co., the court held that during its 
prior use of the words Chase & San- 
born did not exploit, by advertise- 
ment or otherwise, that particular 
blend to the trade, and the use of the 
words did not amount to what the 
law recognizes as a trade-mark use. 

In the case of United States Ozone 
Co. vs. United States Ozone Co. of 
America, the court held that the 
function of a trade-mark is to iden- 
tify the origin or ownership of the 
goods to which it is attached, and a 
mark cannot be legally assigned 
apart from the business or property 
in connection with which it has been 
used. 

Holding that United States Ozone 
Co. had never done business, and 
was not entitled to the trade-mark 
involved, the court allowed registra- 
tion of the same mark by United 
States Ozone Co. of America, and 
ordered cancellation of a previous 


registration by the former. 


A. F. A. ACTS ON 
1933 EXHIBIT 
OF ADVERTISING 


(Continued from Page 1) 


this agency has indicated it is pre- 
pared to hold up its plans if organ- 
ized advertising itself wishes to 
sponsor an adequate exhibit. 

While nearly all of the big na- 
tional advertisers in the United 
States will have exhibits of their 
processes and products at the Cen- 
tury of Progress, the question of an 
advertising show has been a vexa- 
tious one. W. A. F. Stephenson, in 
charge of this part of the Fair ar- 
rangements, felt that organized ad- 
vertising should sponsor the exhibit. 


Agencies Are Interested 


Committees appointed heretofore 
have failed to make much headway, 
however, and Mr. Stephenson finally 
turned to the agency field, where his 
ideas found interested ears. Several 
leading agencies saw in the Century 
of Progress an outstanding oppor 
tunity to identify themselves with 
the biggest advertisers of the United 
States and stamp themselves as 
leaders in their field, with the only 
advertising exhibit at the Fair. 

One agency was almost ready to 
sign the papers when the Federation 
took its momentous action. 

The hand-writing now points to an 
exhibit at which the progress of ad- 
vertising during the last century will 
be blue-printed and the mechanics of 
advertising explained by organized 
advertising itself. The exhibit, in- 
stead of being used to sell the serv- 
ices of a single agency, will tell the 
basic story of advertising and how it 
serves the consumer. 

This plan would bring the 1933 
convention of the Advertising Fed- 
eration to Chicago, where it would 
be presented with the “greatest ad- 
vertising show on earth” by the Ad- 
vertising Council of Chicago. 

However, if organized advertising 
cannot finance the venture, the New 
York agency stands in the back- 
ground, ready to take over the show 
and make a profit on it. 

The board also endorsed President 
Hoover’s disarmament proposal. 


Translate Mexican Laws 


English translations of Mexican 
laws affecting trade marks, adver- 
tisements and commercial names 
have been made by International 
Booksellers, Inc., 17 E. 45th St., New 
York, which is distributing free cop- 
ies to those interested. 


Two for Weston-Barnett 


Weston-Barnett, Waterloo, Ia., has 
been appointed to handle football 
advertising for the University of 
Iowa. American Photo- Engravers 
Assn., Chicago, has also placed its 
account with this agency. 


ADVANCES NOTCH 


John W. Hubbell, recently ap- 
pointed advertising manager of 
Simmons Co., Chicago. 


Afraid to Make 
E* A Move 


By 
WILLIAM R. JOHNSTON 
Copyright 1982, U. S. A. 


Chicago, June 30.—Henry Ford has 
often made the statement that the 
hardest thing in life is to help men 
to help themselves. 


This is the fourth of a series of fifty-two 
articles directed to manufacturers who 


have plants, policies, products and pur- 
poses and who are willing to work. 


Manufacturing and jobbing execu- 
tives everywhere are looking for 
someone to lead them out of the wil- 
derness, someone to help them solve 
their problems. When it comes down 
to cases, however, they are simply 
afraid to make a move. They are 
afraid of this, afraid of that. 

Many of them come to us and tell 
us all their trials and tribulations 
and problems, and we show them the 
way out and it is as simple as ABC. 
They sell themselves on our ability 
to do the job and the efficacy and 
infallibility of the ‘“Mexal’ Sales 
Plan, but that is as far as most of 
them go. 

Why? Simply because they are 
afraid to make a move. We could 
take on from five to ten new clients 
a day, but the “Mexal” Plan and our 
services are not intended for every 
Tom, Dick and Harry, they are for 
a chosen few worth while manufac- 
turers who have products, policies 
and a purpose, and who are not just 
two steps ahead of receivership. 

No competitor can have the use of 

the “Mexal” Sales Plan. It is offered 
on an exclusive basis, either you or 
one of your competitors are going to 
have it and derive the profits and 
benefits therefrom. 
“Then again, some executives have 
the erroneous idea that our services 
cost a lot of money. They don’t. 
Our compensation is based solely on 
increased sales and it is so negli- 
gible that it is hardly noticeable. 

As I said before, there are many 
manufacturers and jobbers who are 
looking for someone with a panacea 
or a magic remedy for their business 
trials and tribulations. I have no 
crystal ball to gaze into, I have no 
magic wand to wave, but I have 
nearly thirty years of successful 
merchandising, advertising and sell- 
ing experience. 

Naturally, during all these active 
years I have come in contact with 
most kinds of businesses. The 
“Mexal” Sales Plan is based on com- 
mon sense and logic and on a knowl- 
edge acquired over a business career 
that has seen a half-dozen depres- 
sions come and go. 

The “Mexal” Sales Plan of insur- 
ing profitable sales volume at a mini- 
mum sales cost helps both manufac- 
turers and jobbers. It will not help 
all of them for the reason that no 
plan or operating method under the 
sun can help the man or business 
that lacks the common sense to fight 
hard and intelligently. 


Executives of worth while manu- 
facturing and jobbing concerns are 
invited to send for my new book, 
“YOUR CUSTOMERS—To Have and 
to Hold.” There is no obligation and 
no salesmen to follow it up. 


i 
Wm. R. Johns ton, Pres. 


Sales Promotion Company 
1441-1442 Merchandise Mart, Chicago 
Please send your booklet without obligation. 
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ADVERTISING AGE 


July 2, 1932 


Representatives of 
College Papers Merge 


College paper representative divi- 
sion of Littell-Murray-Barnhill and 
Collegiate Special Advertising Agency 
have merged as College Publishers’ 
Representatives, Inc. 

W. B. Littell is president; Morton 
S. Rutsky, vice-president, and E. M. 
Murray, treasurer.  Littell-Murray- 
Barnhill will continue to represent a 
list of Long Island newspapers. 


Start New York Agency 


Conried Advertising Corp., Times 
Bldg., New York, has been incor- 
porated by M. and S. Meyers. 


Represents “Our Army” 


F. W. Henkel, Chicago, has been 
appointed midwestern representative 
of Our Army, Brooklyn. 


y 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 Soe. Desplaine St. 


and 34 other cities 


pie a KNUY 


FA tow and When SSS 
to Use 
BEX DAW 


PRINTING PLATES! 


EW advertisers take full ad- 

vantage of the Ben Day 
process and many do not know 
how to economize through the 
use of it. We have prepared an 
illustrated text book that gives 
this information briefly and 
clearly. If you, as a buyer, are 
interested, one of our salesmen 
will deliver a copy of our 
BEN DAY BOOK to your office 
and explain its use. 


JAHN & OLLIER 
ENGRAVING CO. 


817 W. Washington Blvd. 
a. 4 tt eG 6 O 


“MOVING... 


into town for the summer 
when the family goes 
away? Then consider 
The Winthrop, the hotel 
that advertising men find 
so convenient. 
® 
Furnished suites of 
from one to four rooms 
by the day, month or 
year. Serving  pantries, 
frigidaire and large closets 
with every suite. 
® 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


FOUR NEW FEES 
ARE SPONSORED 
BY POSTOFFICE 


Question Legality of Carey 
Bill 


Washington, D. C., June 28.—Im- 
position of a fee of $100 for entry of 
a publication as second-class mail; 
$10 for re-entry under various pro- 
visions where that is made neces- 
sary; $20 for registry as a news 
agent, and $10 for permission to 
deposit mail without stamps affixed, 
would be provided under a bill (H. R. 
8817) passed, June 27, by the Senate. 

One minor amendment was made 
by the Senate, and concurrence of 
the House is necessary before the 
measure goes to the President. 

The bill will produce $500,000 in 
additional revenue for the postal 
service, according to a letter from 
the Post Office Department which 
was made public by the Committee 
on Post Offices and Post Roads. 

The Senate committee, in recom- 
mending passage of the bill, ex- 
pressed the opinion that any publi- 
cation seeking second class mailing 
privileges ought to be willing to pay 
a fee for that right. 

“Your committee believes that the 
fees prescribed are fair and moder- 
ate,” the report stated, “‘and that the 
revenue derived therefrom will help 
to relieve the loss occasioned by the 
schedule of second class rates. 


Propose New Fee 


“When a mailer applies for permis- 
sion to mail matter without stamps 
affixed, it is provided that a fee shall 
be charged. It is believed the mailer 
will appreciate the advantage of the 
permit and will have no objection to 
the payment of the fees.” 

In urging passage of the bill, Sen- 
ator Oddie (Rep.), of Nevada, told 
the Senate there had been a great 
growth in second class permits. 

Senator Moses (Rep.), of New 
Hampshire, cited a letter from the 
Postmaster General setting out the 
amount of work necessary to inves- 
tigate permit applicants of various 
kinds. He called attention to the 
frequent changes taking place in the 
second class permitees, and also 
changes in business practices of 
firms who do a large mailing busi- 
ness. 

The use of the privilege of mailing 
letters without stamps affixed is 
widely accepted, he said. There was 
no reason to assume, he said, that 
there would be a diminution of the 
amount of mail or the number of 
permits at any time in the future. 


Carey Bill Would 
Add Restrictions 

Washington, D. C., June 30.— 
Efforts to enact the Carey bill, mak- 
ing it illegal to deposit statements, 
circulars, sales bills or other mail- 
able matter on which no postage has 
been paid in mail boxes of homes, 
apartment buildings, hotels or other 
places on any established mail route, 
are being made at the present ses- 
sion of the Senate. The bill passed 
the House in March. 

While the bill was pending in the 
House, Postmaster General Brown 
said: 

“While the Department is in sym- 
pathy with the objects of the bill, 
since it would probably bring in 
additional revenue of more than 
$4,000,000 a year, it is necessary to 
call attention to the questionable 
legality of such a measure. 

“The mail receptacles involved 
are private property and under the 
control of the owners, some of whom 
doubtless are willing to receive 
therein, without postage, matter of 
the character covered by the bill.” 


Two for Houck 
Hotel Roanoke, Roanoke, Va., and 
Shenandoah Valley, Inc., Staunton, 
Va., have placed their accounts with 


Houck & Co., Roanoke. 


TWO CAPS ON NEW SQUIBB CONTAINER 


The package for Oral Perborate tooth powder and mouth wash, is 


called ethical, without being ugly. 
a small opening for shaking powder on tooth 


peg | the top cap provides 
rushes; unscrewing the 


second permits pouring the powder. 


PUBLISHERS OF 
MAGAZINES CUT 
DISPLAY RATES 


(Continued from Page 1) 


recommended to publishers both a 
selective reduction in the total quan- 
tity of magazine circulation and a 
further reduction in the total cost of 
advertising because of the general 
retreat in income and market levels. 

“Delineator concedes the adver- 
tisers’ viewpoint and makes the fol- 
lowing reductions, in the interests of 
sound quality. 

“Effective September issue 1932, 
just closed, Delineator announces re- 
duction in its circulation guarantee 
from 2,300,000 to 2,000,000 average 
net paid; with a reduction in black 
and white page rate from $8,400 to 
$7,000; and in four-color page rate 
from $10,700 to $9,300. 

“Tt is expected that the excess 
circulation which has been _ pre- 
viously delivered, will be continued 
on the new guarantee.” 

One widely known space buyer said 
there is no doubt in his mind that 
this action will result in correspond- 
ing rate adjustments by other maga- 
zines and the net result will be a 
freer use of space by advertisers. 

“McCall's started the reduction 
with an announcement Dec. 2, 1931, 
of a cut of $500 per page effective 
with the March issue, then in prep- 
aration,” he pointed out. 

“That reduction has paid hand- 
somely. While it would be too much 
to say that all of the gains made by 
McCall’s have been due to a rate cut, 
it has undoubtedly helped. It im- 
pressed advertisers with McCall's de- 
sire to ‘play ball’ with them. I have 
had more than one client suggest 
that McCall’s deserved a place on 
schedules we were handling. 

“The situation in the newspaper 
field is altogether different. Anyone 
who has studied newspaper rates 
knows that they vary not only from 
one city to another, but among differ- 
ent papers in the same city. The na- 
tional-local differential is another 
complicating factor. It is doubtful, 
therefore, whether there will be any 
immediate action in that field.” 


Volk Re-elected Head 
of N. Y. Typographers 


Kurt H. Volk was re-elected presi- 
dent of Advertising Typographers 
of New York at the annual dinner 
and outing. C. E. Ruckstuhl was re- 
elected chairman of the executive 
committee. Other officers: 

Vice-president, William Magee, 
Woodrow Press; treasurer, Percy J. 
Frost, Frost Bros.; secretary, Albert 
Albrahams, New York Employing 
Printers Assn.; executive commit- 
tee, Montague Lee, Lee & Phillips; 
David Gildea, David Gildea & Co.; 
Charles E. Evers, Ad Service Co. 


Salzer Goes from 


Shafts to Candy 


J. H. Salzer, who recently joined 
Nutrine Candy Co., Chicago, after 
serving Chicago Flexible Shaft Co., 
likes his new work, and feels he is 
a fixture in the candy field, Mr. 
Salzer reports. 

He is assistant sales and adver- 
tising manager. 


Goetz in New Post 


John W. Goetz, former assistant 
to the president, National Industrial 
Conference Board, has been appoint- 
ed managing director, American 
Management Association, New York. 


Eastburn Quits Agency 


Baxter Eastburn has left Sparrow 
Advertising Agency, Birmingham, to 
return to Blach’s, Birmingham cloth- 
iers, as advertising and sales man- 
ager. 


Leonard Promotes Taylor 


Albert M. Taylor, former director 
of advertising and sales promotion 
of Leonard Refrigerator Company, 
Detroit, has been appointed mer- 
chandising director. 


Catlin Joins Bayuk 


Harry Catlin has resigned as as- 
sistant sales manager of Consoli- 
dated Cigar Corp., New York, to 
join Bayuk Cigars, Inc., Philadel- 
phia. 


Towler Changes Jobs 
Eugene D. Towler, formerly with 
The Country Gentleman, has joined 
the New York staff of National Geo- 
graphic Magazine, Washington. 


Receiver for Durant 


Durant Motors, Inc., Lansing, 
Mich., has been placed in the hands 
of receivers. 


SPUDS FIFTH IN. 
CIGARETTE SALES 


New York, June 30.—Spuds be- 
came the fifth largest selling cig- 
arette in the country in 1931, 
Thomas D’A. Brophy, vice-president 
of Kenyon & Eckhardt, New York, 
told the A. F. A. convention last 
week. In 1930 sales increased 29 
per cent over 1929, and 148 per cent 
over 1928. 

Advertising expenditures for Spuds 
were only one-thirtieth as large as 
the first cigarette in the field, and 
one-tenth that of the fourth, he re- 
ported. 

Mr. Brophy said the success of the 
Spud campaign could be duplicated 
with other products “if consistent 
advertising and thoroughly planned 
research is carried out as part of the 
selling effort. 

“Advertising in magazines of gen- 
eral circulation, supplemented by 
newspaper advertising containing 
specific appeals, which has been 
carefully planned and studied far in 
advance, is the best method of in- 
creasing sales in dull times,” he con- 
cluded. 


Musicians to Continue 
“Canned Music” Fight 


American Federation of Musi- 
cians voted to continue its fight on 
“canned music” in theaters for an- 
other year at its convention in Los 
Angeles. 

Last year $120,000 was spent in 
advertising, and 4,000,000 coupons 
were received. 


Duggan Changes Jobs 
Frank E. Duggan, formerly with 


Faxon, Inc., Chicago, has joined 
Green, Fulton, Cunningham Co., 
Chicago. 


Account for MacManus 


Park Chemical Co., Detroit, auto- 
mobile polish, has placed its account 
with MacManus, Inc., Detroit. Maga- 
zines will be used. 


Gets Clock Account 


Stanford Products, Ltd., San Fran- 
cisco, electric clocks, have placed 
their advertising with Emil Bri- 
sacher & Staff, San Francisco. 


Gallup 
Says: 


‘‘My surveys indi- 
cate that few news- 
papers anywhere 
compare in intensity 
of reader interest 
with The Des 
Moines Register and 
Tribune.” 


@ 245,241 A. B. C. 


IT'S AGIFT/ 


NOT ONLY To DRAW 
GOOD ADVERTISING 
CARTOONS BUT TO 
DO THEM INEXPEN- 
SIVELY AND DELIVER 
THEM PROMPTLY 


2I QUINCY ST. CHICAGO 


BEST BY COMPARISON 
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Hewitt Bros. 
Rest Case on 
Bigger Package 


Dayton, O., July 1.—A five-pound 
box that “gives you two to three 
times more soap for your money” is 


— 


REAL MONEY 
TOMORROW on 
your LAUNDRY SOAP! 


EASY TASK 
PACKAGE 


being featured by Hewitt Bros. Soap 
Co., Dayton, in copy for “Easy Task” 
soap chips in dailies in key cities. 

The large package is an innova- 
tion in the chipped soap field, most 
packages for domestic use containing 
about 14% pounds. It was adopted to 
appeal on a price and convenience 
basis to the largest possible number 
of buyers. 

On the theory that housewives al- 
ready prefer chip soaps for laundry 
purposes, the copy makes no effort to 
sell the use of this product, but con- 
centrates on the advantages of the 
larger package and the saving in 
cost, which is emphasized by the 
“two to three times as much soap for 
your money” slogan, without actually 
mentioning price. 

Illustrations emphasize the unusual 
size of the package in comparison 
with average soap packages. None 
of the illustrations show laundering 
scenes. 

Another advantage of the large 
package is the extra attention it se- 
cures on dealers’ shelves. Robbins 
& Pearson Co., Columbus, O., handles 
the account. 


Newspaper Promotion 
Group Elects Moore 


J. F. Moore, New York American, 
was elected chairman of the Promo- 
tion and Research Managers Group 
of the Newspaper Advertising Ex- 
ecutives Association at its meeting 
in New York last week. 

He succeeds George Benneyan, 
New York Sun, who becomes a mem- 
ber of the executive committee. 
Other members are: 

H. W. Hoile, Birmingham News; 
Paul F. Watkins, Chicago Daily 
News; Charles L. Baum, Portland 
Journal; and D. A. Sullivan, Pitts- 
burgh Press. 


Roper’s Novel Published 


“Beauty Lies Beyond Hell,” a 
novel in modern style by Howard 
W. Roper, copy-writer on the promo- 
tion staff of the New York News, has 
been published by Ray Long & 
Richard R. Smith, New York. 


Murphy in New Role 


Charles E. Murphy, who was 
elected treasurer of Advertising Fed- 
eration of America last week, acted 
as assistant sergeant-at-arms at the 
Democratic National Convention in 
Chicago. 


Parker’s Plane Burned 


The plane belonging to Kenneth 
Parker, sales and advertising man- 
ager of Parker Pen Co., Janesville, 
Wis., was destroyed by fire while 
in its hangar. 


Roberts Moves Office 


The new York office of H. Arm- 
strong Roberts, Philadelphia photo- 
gapher, has moved from 55 West 42d 
St. to 545 Fifth Ave. J. A. Holle- 


baugh is manager. 


Morehouse Dead 


Frederick Cook Morehouse, 64, 
head of Morehouse Publishing Co., 
Milwaukee, and editor of The Living 
Church, died June 25, 36 hours after 
his wife. 


Coming 
Conventions 


July 5-9. Annual meeting Pacific 
Advertising Clubs Association at Van- 
couver, B. C. 


July 7-9. Second annual conven- 
tion Advertising Distributors of 
America at Hotel Stevens, Chicago. 

July 12-14. Annual convention Ex- 
clusive Distributors’ Assn. at Book- 
Cadillac Hotel, Detroit. 

July 18-20. Annual convention 
Southern Newspaper Publishers As- 
sociation at Asheville, N. C. 


July 19-21. Annual meeting Na- 
tional Editorial Assn. starts at San 
Francisco, then moving to Los An- 
geles. 

Aug. 15. Annual convention 
O-M-I Photographers’ Assn. at Cedar 
Point, O. 

Ang. 11-13. Annual convention 
Associated Sign Contractors of North 
America at Indianapolis. 

Sept. 12-15. Annual convention of 
Financial Advertisers’ Assn. at Con- 
gress Hotel, Chicago. 

Sept. 26-29. Advertising Specialty 
National Assn. at New York. 

Oct. 2-4. Annual convention Mail 
Advertising Service Assn. at Hotel 
Pennsylvania, New York. 

Oct. 5-7. Annual conference Direct 
Mail Advertising Assn. at Hotel 
Pennsylvania, New York. 


Oct. 20-21. Annual meeting Audit 
Bureau of Circulations in Chicago. 

Oct. 24-26. Forty-second annual 
convention Outdoor Advertising 
Assn. of America at French Lick 
Springs Hotel, French Lick, Ind. 

Oct. 27-29. Annual meeting, Tenth 
District, A. F. A. at Austin, Texas. 

Nov. 14-16. Annual meeting Na- 
tional Assn. of Broadcasters at St. 
Louis. 


Six More Stations 
Name Representatives 


Free and Sleininger, Chicago, have 
been appointed to represent WGAR, 
Cleveland, WJR, Detroit, WOC-WHO, 
Davenport and Des Moines, Ia., and 
WGR and WKBW, Buffalo, N. Y. 

This is in line with the new ten- 
dency in the radio field. 


Wall Street Journal 
Has 50th Birthday 


Wall Street Journal, published by 
Dow, Jones & Co., New York, cele- 
brated its 650th anniversary this 
week, receiving congratulations from 
J. P. Morgan, Andrew W. Mellon, 
Richard Whitney and cther noted 
financiers. 

The paper marked the occasion 
with an edition of 80 pages contain- 
ing a financial and business review 
of the half century. 


Racine Dailies Merge 

Racine (Wis.) Journal-News and 
Racine Times-Call have merged as 
Racine Journal-Times. F. R. Star- 
buck is president; H. R. LePoide- 
vin, vice-president, and H. 8. Mann, 
secretary and treasurer. 


To insure representation, reserva- 
tions should be made now. 
$110 a page, $60 a half-page, $35 a 
quarter-page. 


HOSPITAL MANAGEMENT 


The Pre-Convention Issue of 


HOSPITAL MANAGEMENT 
Goes to Press August 5th 


T 


HE thirty-fourth annual convention 

of the American Hospital Associa- 
tion and allied groups will be held in 
Detroit, September 12 to 16. 


Complete details of the program, list 
of exhibitors and other convention ma- 
terial will appear in the August 15th 
issue of HOSPITAL MANAGEMENT. 


Since this issue will reach hospital 
executives throughout the country 
about two weeks before they leave for 
the convention, and since it will, as al- 
ways, create extraordinary reader inter- 
est, it offers exhibitors and others selling 
to the hospital field an unusual opportu- 
nity to attract attention to their products 
at a time when buying for the coming 
year is being planned. 


The practical journal of administration 


537 S. Dearborn St., Chicago 
The only hospital journal member both A.B.C. and A.B.P. 


Graybar Bldg., New York 
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REVIEW OF THE 
WEEK 


NEW YORKERS TEST BURGESS BEAM 


a 


y The Nes@ 
Bdison Cor 


~ 


A clocking register showed that 30,000 persons tested this display in 

the window of the New York Edison Company in two weeks. The 

Burgess Mountainaire, silencing ventilator, was displayed. In the box 

in foreground was the Burgess beam. As anyone passes his hand in 

front of the light, the display panel in the background changes colors 
and messages. 


SPICE DEPARTMENT IN 7!/, INCHES 
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That is the claim of Stickney & Poor Spice Co., Boston, in this new 

cabinet displaying samples of 94 per cent of spices commonly used. 

Dealers are anxious to keep it stocked and salesmen's work has been 
simplified. 


TRS ae 


ional Biscvit Co. 
Home Arts Guild 


Chicago grocers tested National Biscuit Company's products at a dinner tendered at the Home Arts 
Guild and admitted that the product lives up to the advertising. The entire meal consisted of nation- 


A. F. A. PROGRAM 


TWENTY EIGHTH 
ANNUAL CONVENTION | 
OF THE 
ADVERTISING 
FEDERATION 
OF AMERICA 


5 
7 | 
WALDORF-ASTORIA « NEW YORE 


JUNE 19 TO 23 
1932 


The design for the A. F. A. program 

was the work of Everett Walsh, di- 

rector of advertising art, True Story 

Magazine. The convention button 

was taken from the same design. 

Mr. Walsh also designed the 1930 
and 1931 programs 


ONE OF BOOTHS AT FEDERATION CONVENTION 


ally advertised goods. 


OUTDOOR VETERANS GET IMPORTANT POSTS 


Edward M. Hales, elected secretary-treasurer and J. E. (Eddie) 
Morrison, a new director of General Outdoor Advertising Co., Chi- 


cago. Mr. Hales entered the field with the Thomas Cusack Co., 
St. Louis, in 1920. When this company was merged with General 
Outdoor in 1924, he came to Chicago as comptroller. Mr. Morrison, 
who has been in the outdoor advertising business for 45 years, has 
been the company's Chicago representative for the past 8 years. 
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